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    As the development of electronic business, particular the rapid growth of B2B 
business, the traditional sales model of office supplies business can no longer support 
the long term operation and development, even the current well operated forms of 
chain retail and warehouse distribution are challenged. This article attempts to 
propose a third party electronic business service platform suitable for office supplies 
sales which would provide a new approach of business model for the development of 
office supplies with retrospect of theory about business model innovations and the 
practice of business operation. The third party electronic business service platform for 
office supplies are aimed at making the suppliers (manufacturers or agents) and 
clients (retailers) can focus their expertise by establishing an independent third party 
service platform between them using the new network techniques to solve the 
problems such as asymmetric information between suppliers and clients, transactional 
efficiency, third party payment and third party logistics, etc. This platform can provide 
online service of commodities transaction as well as offline service of orders 
processing, logistics distribution and consultants. The suppliers, clients and third party 
electronic business service platform  can all benefit of this platform, as the suppliers 
would reduce the cost of marketing and the product stock,  the clients would obtain 
variety of products with high quality, preferential price and stability, and the platform 
provider would make more profits by providing satisfied third party intermediary 
service in order to solve the long term development of office supplies business while 
achieve value maximization for shareholders and enterprises.  
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